The relationship marketing is important in the service industry especially the one involved the complex, highly intangible services such as life insurance. By reproducing the theoretical based for the study, this paper has acknowledged different determinant of interaction and different impacts on the insurance industry. Considering this theoretical and conceptual diversity, the aim of this paper is to review and summarize the literature dealing with relationship marketing. Indeed, the goal is to realize a descriptive analysis of empirical literature focusing on the conceptualization, measurement, antecedents of relationship marketing, and to provide an integrative model for these antecedents and consequences. The recommended framework may serve as the practical guide for the insurance company in their marketing strategies and increase their competitive advantage.
Introduction
Insurance defined as ‚a system under which the insurer, for a consideration usually agreed upon in advance, promises to reimburse the insured or to render services to the insured in the event that certain accidental occurrences result in losses during a given period‛ (Mark Richard Greene, 2017) . According to the Life Insurance Association Malaysia (LIAM) insurance industry is the key financial pillar to the Malaysian economy because of the progressive and stable condition since the last four decades. However, Bank Negara Malaysia stated that the industry contributing only 3% to Malaysia's Gross Domestic Product was considered low compared to other country such as Taiwan, Hong Kong, Japan and Singapore.
Furthermore, insurance and takaful sector combined assets of RM209 billion, solitary contributed about 3% of Malaysia's Gross National Income. The government target to have 75% minimum Malaysian insured by the year 2020 compared to 56% Malaysian currently insured. The market penetration of 30 million population of Malaysian still considered low since only around 12.4 million policyholders. The industry need more effort in addressing the gap of untapped market (Life Insurance Association Malaysia (LIAM), 2016). Among the countries in Southeast Asia region, Malaysia is claimed to have the most attractive insurance markets because of the young population coupled with the low insurance penetration rate (Nancy M. Puccinelli, Susan A. Andrzejewski, Ereni Markos, Tracy Noga, & Scott Motyka, 2013) .
Bank Negara Malaysia stated that the ability of the domestic insurance industry to capture a share will depend on the ability of the insurers to maintain their competitive positions both within the industry specifically. The major challenges face by the insurance companies are increasing competition from the traditional players as global trends of alliance and specialization create international insurers that are larger and highly skilled. Moreover, competition from new players such as asset managers, captive insurers, independent financial advisers and internet players also adjusting to the technological advances that have eventually changed the way business functioned and meeting the needs of more sophisticated and more knowledgeable consumers. Malaysian insurance industry need to do necessary changes to raise the performance standards and narrowing the gap between the established international best practices and performance standards.
One of the changes need to be done is the distribution channels such as independent financial advisor, banks, telephone, direct mail and the internet should be developed for the convenience of consumers . Webster Jr., (1994) adds that customers have become the companies' most valuable assets as competition in the life insurance industry grown tremendously. By conserving the long term relationship with the existing customer and increasing their satisfaction plus loyalty are highly associated to the company profitability (Sweeney, Soutar, & Mccoll-kennedy, 2011 )and sustaining competitive advantage (Sharma, Tzokas, Saren, & Kyziridis, 1999) . As Yu & Tung (2014) notes that insurance is an example of a complex service and normally customers do not have the idea of what there are getting into. The insurance company need to make sure that the customer remains with the company.
Although the significance of relationship marketing has been acknowledged and recommended as a strategy to overcome service intangibility (Berry, 1983) , the theoretical base of relationship orientation in banking and insurance services has established only slight attention (Shetty & Basri, 2017) . Thus, the objective of this paper is to determine variables related to relationship marketing in insurance industry. Apart from that, it also aims to identify the major factors that would contribute to the successful relationship marketing. From the academic perspective, this research has a significant contribution in terms of explaining the importance of successful relationship marketing (competitive advantages) and the variables contribute to it, so it can shape the insurance industry players. Understanding the variables is important to assist the industry players to be more sensitive to the needs and wants of their customers. This research also adds a new perspective to the relationship marketing literature from the context of how the variables influence the consumers of insurance industry to have a long relationship with the insurance companies.
Methods
The research followed a systematic technique to the literature search. The initial phase of literature search was achieved through an extensive search using Google Scholar. It generated a total of 4210 journal articles. The keywords of this research comprise'relationship marketing' and insurance industry'. Narrowing the initial search of journal article from 2013-2018 has yield a total of 1660 journal article. Besides, to search more related journal articles, manual search through reference also be performed. In identifying the most related journal articles in the field, the search involved the keywords 'relationship marketing' in Science Direct(http://www.sciencedirect.com/),Emerald Publishing (http://www.emeraldinsight.com/), and ProQuest Databases (https://www.proquest.com/).
The second phase was to select the most pertinent journal articles for the systematic analysis, gauging the title and the abstract. To analyses the more recently published academic literature construct, the search protocol focused on academic publications written in English and published from 2013 to 2018. The year 2013 was chosen because we want to focus on the most recent publication. Journals articles selected covered most regions mainly from Asia, Europe and Africa. These selected journals article were analyzed and resulted in identification of 240 articles, however only nine remained after the second phase of the screening process. 
Results and Discussion
Relationship marketing A long-term relationship orientation means that new interactions are affected by the results of past interactions. In a recent article by Sieg, Fischer, Wallin, & Von Krogh (2013) stated that customer relationships are the ‚bread and butter‛ of any professional service firms. Madhavaram, Granot, & Badrinarayanan, (2004) ; Yu & Tung, (2014) verify that in the service industry the first to mention the relationship marketing was Berry (1983) .Relationship marketing emphasizes the importance of establishing, maintaining and enhancing relationships between customers and buyers, in comparison to the transactional orientation of the classical marketing paradigm (Grönroos, 2004) .In a book of relationship marketing, Palmatier (2008) proposes the following definition of relationship marketing: ‚relationship marketing is the process of identifying, developing, maintaining, and terminating relational exchanges with the purpose of enhancing performance‛. Whyatt & Koschek (2003) observed that successful relationship marketing supports in forming loyal customers begin favorable word-of-mouth and decreasing the costs of cultivating potential customers. O' Malley & Prothero (2004) added that relationship marketing is common way in many business-to-consumer settings, is an significant source of a sustainable competitive advantage and is a perilous factor (Gummesson, 2002) . As Šonkov{ & Grabowska (2015) explained that relationship marketing highlight on customer retention meaning that firms make action to keep their existing customers relatively than to attract new ones thus create strong long-term relationships. Relationship marketing is the most suitable strategy selection for service providing firms as services are intangible and it is vital to gain trust and convince the customers about the quality of service (Palmatier, 2008) . Other than that, aim of relationship marketing is to create value for the client by distinguishing their offering from the competitor's (Šonkov{ & Grabowska, 2015) . Journal article selected for further analysis : 22
Final Sample : 9 articles
Advances in Economics, Business and Management Research, volume 57 Trust The notion of trust circles around trust on the organization and salesperson (Panda, 2013) . Morgan & Hunt (1994) point that the development of trust is refer as an important criterion for developing the buyer-seller relationship quality in financial services. Two characteristics of trust as measured in prior studies are trusting behaviors and perceived trustworthiness (Shetty & Basri, 2017) .It is recommended that trust enriches the relationship quality, which increase the customer satisfaction that will resulted in increases sales effectiveness (Palmatier, Dant, Grewal, & Evans, 2006) . From the review of the literature, this key characteristic has been mentioned in six journal articles.
Commitment
Commitment to the relationship is defined as a continuing want to uphold a valued relationship (Moorman, Zaltman, & Deshpandé, 1992) . Consequently, Panda (2013a) adds that a relationship exists when the relationship is crucial to both the both parties and require them to put intensive effort to maintain and defend this relationship for future and long term advantage. Moreover, ccommitment are important because they inspire marketers to work at conserving relationship investments by cooperating with exchange partner; resist attractive short term offers in favor of the anticipated long term advantages of remaining with existing partners. (Morgan & Hunt, 1994) . Commitment has been mentioned in five journal articles as the key characteristic to successful relationship marketing.
Satisfaction
Rajeswari & Kartheeswari (2011)determined the customer satisfaction as the insight of customers on the service whether that service has met his needs and expectations. Customer satisfaction can be deemed as the ultimate result in the modern marketing; hence, the success of each business firmrely on recognizing and satisfying the greater customers' needs and wants (Abtin & Pouramiri, 2016) . Murugesan & Thirumoorthi (2014) claimed that serviceand product quality, personal and situational factors, perception of equity and fairness, price and attributions for service success or failure are the factors that affect the customer satisfaction. This key characteristic has been mentioned in five journal articles.
Reputation
Echchakoui (2016) states one of the utmost valued intangible assets to increase company worth is corporate reputation. From the global perspective reputation is related with the reliability of the organizationand that is the consequence of the contrast between what the company offers and what it eventually deliver (Anabela & Arnaldo, 2015) . (Weiss, Anderson, & MacInnis, 1999) demarcated reputation as ‚in a global perception of the extent to which an organization is held in high esteem or regard.‛As a result, Anabela & Arnaldo (2015) defined reputation as ‚a perceptual representation of a company's past actions and future prospects that describe the firm's overall appeal to all its key constituents when compared to other leading rivals‛. Basic component of reputation evaluation (fairness, honesty, and concern) were specified by authors (e.g.Palmatier, Scheer, Evans, & Arnold, (2008))as important ingredients of relationship marketing (Echchakoui, 2016) .From the systematic analysis done only one journal article mention about this key characteristic.
Perceived value
The meaningintroduced by (Zeithaml, 1988 )is one of the most commonlyacknowledged which defines value as anexchange between the benefits and costsrelated with a supplier's offering as perceived by the consumer (Woodruff, 1997; Zeithaml, 1988) . Lai, Griffin, & Babin (2009) , believes that perceived value is an imperative predictor of customer loyalty and similar as Spiteri and Dion (2004) also point out that the customer perceived value is positively associated with loyalty behavior. Anabela & Arnaldo (2015) explain value as from the customer's perspective and can be recognized as perceived value or a key driver of choice. In spite, customer-perceived value is comprised of multidimensional constructs, majority of empirical tests of insurance value models adopt a practical Advances in Economics, Business and Management Research, volume 57 perspective focusing value as the quality connected to the price paid, or above all ‚value for money‛ (Anabela & Arnaldo, 2015) . This key characteristic was mention only in one journal article.
Management, Communication and Competency
Echchakoui (2015) regards communication as an instrument of value creation and that salespeople not only communicate value but must also create it (Rackham & DeVincentis, 1999) . Whereas, competent defined as an organizational ability as ‚a high-level routine (or collection of routines) that, together with its implementing input flows, confers upon an organization's management a set of decision options for producing significant outputs of a particular type‛ (Winter, 2003) . The these key characteristics found in only one journal article and it is not clearly discuss in that journal article.
From the systematic review done, the researcher discovered that successful, effectiveness and longstanding relationship with the customer resulted from the existence of commitment, trust (Morgan & Hunt, 1994; Epetimehin, 2011; Yu& Chen, 2014; Yu & Tung, 2014; Murugesan &Thirumoorthi, 2014; Abtin&Pouramiri, 2016 and Shetty &Basri, 2017) and satisfaction (Yu & Chen, 2014; Shetty &Basri, 2017; Yu & Tung, 2014; Epetimehin, 2011; Abtin&Pouramiri, 2016; Murugesan &Thirumoorthi, 2014) . Table 3 documented the key characteristics of relationship marketing in the journal articles selected. Based on the review earlier literature, this research finally suggested three import key characteristics from the various literature of relationship marketing specifically focus in the insurance industry. 
Conclusions
The findings from this study have been limited due to the methodological constraints that resulted from the nature of the database searches of published journal articles. The researchers sample consist of journal articles, however the further additional materials such as books and conference papers may also provide an insight of knowledge transfer but were not included in this paper. Nevertheless, it is reasonable to assume that the findings in this paper represent the main research efforts in the relationship marketing towards the insurance industry.
The researcher have sought to provide an overview of relationship marketing in insurance industry which is relatively limited (Shetty & Basri, 2017) . In addition, this review also helps to identify a set of common key characteristics that influence the successful relationship marketing in insurance industry. Based on literature review, further discussion can be used by insurance marketers as one of the tools in marketing the complex intangible product towards their consumer since the consumer are the vital resources of insurance market. These studies can be a basis for the Bank Negara Malaysia, insurance players, intermediaries and other related stakeholder to produce integrated model as a practical guide for the insurance company in their marketing strategies that are in line with the consumer's needs and wants.
This literature review of relationship marketing in insurance industry may open further discussion in area of multidimensional perspective of relationships, the area of relationship marketing should enlarge to studies the potential interactions among the customers, intermediaries and insurance players. Additional research on the seller factors for example seller expertise, seller disclosure, product knowledge, creativity and process knowledge.
